
The first edition of this book,Advertising and Promotion: Communicating Brands,
has been a successful core text for a number of under- and postgraduate courses.
It was written to offer a new synthesis of literature, theory, practice and research
for taught courses in the area. The book brought together the managerial focus
of advertising and agency operations in the service of the brand,with a consumer
cultural focus on the social and ethical role of advertising. It therefore offered a
broader intellectual treatment of the subject than is typical in most managerial
texts, while it also offered a managerial perspective which is typically neglected
in social or cultural studies texts on advertising. The second edition retains
this synthesis in improved form, written with student needs in mind and
bringing out the managerial issues with greater depth and detail. The new
subtitle more accurately reflects the scope of the book. The intention is to
bring out the integrated marketing communications perspective more strongly
in this new edition.
The book has been updated with new practical examples and new references,

sources and cases, in order to try to keep students abreast of the rapidly evolving
advertising environment and its research. The main changes in organization of
the book are as follows. Chapter 1 outlines the key themes of the book and is
re-written. Chapter 2, ‘Theorizing Advertising and Promotion’, is substantially
re-written in order to try to improve clarity and progression, and to set advertis-
ing theory in a broader context of development. Chapter 3 is now entitled
‘The Brand and Integrated Marketing Communications Planning’, reflecting
the emphasis of the book on integration in communications planning, while
Chapter 4, ‘Advertising Agencies: Creative Work and Management Processes’,
focuses on the working practices and functional roles of agencies in the service
of the brand. Chapter 5, ‘Promotional Media in the Digital Age’, is substantially
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re-written to try to capture something of the profound implications for advertising
practice of the digital communications revolution. Chapter 6 is re-titled
‘Non-Advertising Promotion in Integrated Marketing Communication’ and
deals with some of the many elements of the promotional mix which do not
conventionally fall under the category of advertising but which, nonetheless, are
essential components of strategic and integrated communications thinking.
Chapters 7, 8 and 9, ‘International Advertising’, ‘Advertising: Ethics and
Regulation’ and ‘Advertising Research’ are updated and restructured, and
include many new examples. Chapter 10 of the new edition becomes
‘Integrating e-Marketing and Advertising’. Most of the longer end-of-chapter
cases and questions have been replaced with new material and many of the
smaller case vignettes within the chapters have been updated or replaced. Each
chapter also has review questions, while the sources, glossary and references are
all updated. (Glossary terms are emboldened in the text.)

ADVERTISING AND PROMOTION2
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Chapter Outline
Chapter 1 outlines the structure and themes of the new edition. The chapter
sets the tone for the book by noting the fundamental economic, technological
and commercial changes which are taking place in the advertising environ-
ment. In particular, it draws attention to developments in communications
technology and the implications for media funding models which will affect
the market for advertising. The chapter introduces key concepts and issues
for the study of advertising and promotional communication in a global
context.

Key chapter content:

•• Introduction to the second edition 

•• The changing global advertising environment 

•• The challenges facing advertising agencies

•• What is advertising? 

•• The promotional mix 

•• Studying advertising: managerial, consumer and societal perspectives

•• Brands and symbolism in Integrated Marketing Communication. 

Introducing

Advertising and Promotion

in Integrated Marketing

Communications

Approach

1
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ADVERTISING AND PROMOTION4

The Changing Global Advertising Environment

Advertising’s Second Creative Revolution

As this book is being written, advertising is undergoing a second creative
revolution as the industry tries to respond to new media funding models
created by Web 2.0, mobile communications technology and changing
patterns of media consumption. Advertising agencies are thinking laterally as
never before to place their creative stamp on new forms of content which are
attractive to clients. The first, somewhat mythologized creative advertising
revolution of the 1960s occurred in the context of a classic media funding
model. Paid-for advertising generated the revenue to fund media channels. In
other words, the spot advertising in the intervals paid for television shows,
while the classified and display advertising paid for print publications, with a
small contribution from the cover charge. As circulation and viewing figures
grew, so did advertising revenue. This funding model set the parameters for
advertising, since advertisements had to fit particular genre conditions in order
to be suitably differentiated from the ‘editorial’ content in traditional media
vehicles such as newspapers and commercial television or radio shows. 
Today, the traditional funding model is no longer the natural order of things.

In fact, the world of old media has been turned on its head since media profes-
sionals now talk about ‘content’ as something which drives the consumption
of advertising. ‘Content’ could be news, documentary, entertainment, opinion,
indeed any communication form at all which has the potential to generate
audience engagement. New media funding models are emerging because of
various pressures, including the fragmentation of media audiences under the
influence of new communications technology, and de-regulated media
markets. Spot advertising during commercial breaks on television or radio,
classified and full-colour advertising spreads in press publications, outdoor and
cinema advertising all retain their high profile, audience reach and dramatic
impact. But the advertising landscape is changing. For example, it is becoming
pitted with many new media vehicles as digital technology reduces start-up
costs for print, internet and broadcast media. There are more magazines,
television and radio channels than ever before. But the audience reach of each
individual media vehicle has shrunk under increased competition and chang-
ing patterns of media consumption. This trend is evident all over the world.
Some of these new media vehicles are not funded by the traditional model,
social networking websites being the most striking example. 
Another pressure on the traditional funding model for media is the change

in media consumption patterns as viewing and readership figures for tradi-
tional television, print and radio fall, and advertising revenues consequently
collapse. For example, in the UK and the USA, newspapers established for
over 100 years may cease to exist in the not-too-distant future as advertising
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revenue falls to unsustainable levels.1 Underlying the reduction in advertising
revenue for traditional media, fewer consumers are paying for print media and
more consumers are viewing, and interacting with, media content on mobile
phones, PCs, laptops and other wireless devices such as netbooks. We can
watch television programming or read news on digital devices without having
to watch the ads. Even more problematic for conventional advertising, the
internet offers massive potential audience reach for cheaply made and easily
targeted ‘viral’ advertisements which cost nothing to place on video sharing
websites such as YouTube. Finally, when ‘convergence’ is achieved between
television and the internet, and the mass market begins to watch all of its TV
on PC screens with wireless broadband capability, the advertising revolution
will be in full flow and advertising agencies will face a very different environment
to the one in which they evolved.
All these changes mean that what we understand by ‘advertising’ as a genre

of communication is changing, and this has as yet uncertain implications for
the advertising industry. Advertising has always been a fluid creative industry
in which creative ‘hot shops’ and talented individuals could thrive, but the
core organizational actors in the advertising environment have consistently
been advertising agencies. Over nearly 400 years, since the development of
mass consumption print publications, advertising agencies have proved to be
the most flexible and astute of organizational forms in adding skills and
techniques to retain their central place in an evolving media environment. But
can they deal with the challenges of new media and the digital revolution? 

INTRODUCING ADVERTISING AND PROMOTION 5

BOX 1.0

Advertise Yourself 

Video sharing websites, especially YouTube, have had a striking effect on the advertising
environment. The defining features of mass media advertising were once that it was
paid-for, it was identifiable as an advertisement, and the identity of the sender was known.
Normally, paid-for advertising was placed in designated media spaces set aside solely for the
purpose, such as the intervals created in-between and during television or radio shows on
commercial channels, or the classified pages or lifestyle sections of print publications. Today,
many advertisements are placed on YouTube as well as, and even instead of, being placed
on mass, paid-for media channels. A successful ad on the internet can be viewed and shared
by millions of people in just a few weeks, giving an audience reach which was once only possi-
ble through television advertising. Some videos now appearing on the site have been made by
advertising agencies to look as if they were made by private citizens. Even the videoed
responses to these ads, called ‘video blogging’, have sometimes been paid for by advertisers.2

(Continued)
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Advertising Agencies Face a Challenge

The aforementioned scenario, then, could eventually result in an advertising
environment quite different from any that has gone before. Conventional
advertising, in the form of a striking 30-second television spot or stunning
print display, is not going away. But the dynamics of making money out 
of this communication form for brand clients and agencies is certainly
changing. 
If they want to maintain their place at the centre of the marketing

world, advertising agencies have to respond to this new reality creatively by
re-organizing, and by evolving new skills and techniques. For example, accord-
ing to some visionaries, weblogs have become the most important source for
new agency business,4 as clients and agencies struggle to find time for the tradi-
tional pitching process. Blogging has, in fact, become a key marketing strategy
(Hackley, 2009a: 124) and many agencies have embraced this trend in their
own websites. Many others are placing digital communication at the centre of
their planning process in response to the demand from internet providers for
many forms of creative content. It isn’t easy to generate revenue from digital
content, since, as noted above, some of the most important internet business
models are free-to-use and their audiences resist the presence of advertising.
Nevertheless, social networking sites like Facebook and Youtube have tried to
get their user traffic to accept a certain level of click-through or banner adver-
tising. A further issue is that the internet has driven the idea of freemium5 as
a funding model, giving away a basic level of information and services in the
hope that this will attract clients willing to pay for a higher level of service.6

Many advertising agencies themselves are using such a model, offering case
studies and other information sources free of charge via their website in the
hope that clients will be attracted enough to pay for a deeper engagement with
the agency. 

ADVERTISING AND PROMOTION6

(Continued)

Not only professionals have been advertising in this way: individuals have even started to use
YouTube as a free dating service, by recording and placing advertisements for themselves
aimed at potential romantic partners.3 Advertising has become a form of public performance
and visual art which is accessible to the public in unprecedented ways through free-to-access
video sharing websites. The viral possibilities of these sites mean that uploads which people
like can spread to millions of viewers in just a few days. This means that the internet can offer
audience reach for advertising on a scale which far exceeds the audience figures for terrestrial
television. 
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Many agencies have re-organized and crossed into new areas, for example direct
mail agencies such as Wunderman London9 have expanded their service offer, even
producing broadcast advertising. A few media agencies have moved into advertis-
ing and even into television production, while other advertising agencies have
developed new revenue streams by re-positioning themselves as ideas companies
and developing creative projects as diverse as comics, movies and stage plays.10

There are ongoing experiments with new agency forms, such as the ‘social-media’
agency11 which attempts to handle all the brand communication via the web. 
From the client side, non-traditional styles of advertising are taking a

greater share of promotional spend because of the need to engage consumers
in ways which offer better value than spot advertising. In particular,
clients need their agencies to offer an integrated communications solution
which offers value and impact by using different communication channels
in a single campaign. For example, this may take the form of a television
advertisement supported with dedicated brand websites containing
consumer forums, games and company information, and creating presence
for the brand in other areas through media coverage, sponsorship, direct

INTRODUCING ADVERTISING AND PROMOTION 7

BOX 1.1

New Funding Models Needed for Web 2.0 Communication

The concept of freemium, giving away free basic content to encourage consumers to pay for
enhanced services, has become associated with second generation interactive Web 2.0 appli-
cations and services. The defining feature of Web 2.0 is not new technology but new ways of
understanding how the technology can be applied to facilitate new modes and models of
business and communication. The term Web 2.0 is mere jargon but it has become associated
with the lateral thinking required to creatively harness the interactive properties of the web for
social and commercial purposes. 
Social networking and video sharing websites, blogs and wikis exemplify web-based

business concepts which are enriched by open access and user participation. In many
cases, such sites as Twitter, Facebook and YouTube generate huge user traffic and struggle
to monetize this other than by trying to get users to accept a certain amount of paid-for adver-
tising. Twitter, for example, founded in 2007, gained 7 million users in the USA alone in two
years. It is a free service which generates no revenue yet it was valued at $250,000,000 when
it raised money early in 2009.7 It remains to be seen how Twitter might be able to turn its
audience traffic into revenue.8 Other sites utilize the freemium concept to add value to
services which can only be acquired by customers paying a premium. The advantage of
freemium is that it can generate considerable audience reach through word-of-mouth
(WOM) very quickly. The difficulty of translating this audience reach into large revenue
streams is the key problem of internet business models. 
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marketing and sales promotion activities. Within the flux of change in the
advertising environment, advertising agencies cannot be expected to be the
experts in every communication channel but they are in a prime position to
generate and co-ordinate new models of creative and brand communications
strategy. 

Agencies Develop New Skills and New Revenue Streams

If agencies are to survive, they have to engage with new client priorities. For
example, many commercial television channels outside the UK are partly
funded by revenues from product placement. The art of placing brands in
entertainment vehicles such as TV shows, movies, books, stage plays and
computer games, has attracted increased attention from brand clients
conscious that many consumers avoid conventional spot advertising but are
happy to see brands ‘embedded’ within their mediated entertainment (Hackley
and Tiwsakul, 2006). Music artists have been paid to sing about brands in their
lyrics and brands have even been placed in TV shows after the scene has been
shot through a technique known as digital product placement.12 This branch
of advertising communication is frequently handled by specialist product
placement agencies, or by the media arm of advertising agencies. Nevertheless,
it is a growing revenue generator which advertising agencies need to access.
Not only do they need to master new skills, agencies have new client priorities
to serve. For example, in the UK, the biggest advertising budget is spent not by
a global brand marketing conglomerate but by the Government Central Office
of Information (COI) which spent £178 million on advertising in 2008.13 This
money was spent on ‘social’ marketing campaigns promoting, healthier lifestyles,
road safety and other causes. Social marketing campaigns demand different
treatment to commercial campaigns, resulting in new creative challenges for
agencies.14

What will result from the current changes in the advertising environment is
anyone’s guess, but advertising agencies might well retain their importance in
one form or another. Since they began as brokers of classified advertising space
in the early press publications, they have added many new skills and techniques
such as copywriting, creative production, business strategy, brand strategy,
consumer and market research and media planning. They are in a positive
position to continue their evolution into the new creative and media environ-
ment. In spite of all the changes, broadcast and print advertising still retain their
presence and marketing power. Advertising in general is likely to remain a major
field of management, social and cultural studies, given the increased presence of
mediated communication in the daily lives of billions of people, though the
notion of what advertising is and how it can be understood will evolve. 

ADVERTISING AND PROMOTION8
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What is Advertising?

Advertising and the Promotional Mix 

In marketing management, promotion is one element of the marketing mix,
the others being product, place (distribution), and price. Advertising is a
sub-category of the promotional mix, along with other forms of promotional
communication, including: public relations; personal selling; corporate
communications; direct mail and other direct marketing techniques; sales
promotion; exhibitions; and internet communication. Advertising itself is
often broken down into further sub-categories based on communication
channel: print media; broadcast media (TV, radio, cinema); outdoor (also called
Out of Home); and sales promotion. These media categories subsume a large
number of promotional techniques. For example, sales promotion can refer
to anything from brand logos printed on balloons and pens to in-store
demonstrations or two-for-one package offers. The category of print media
might refer to mass media such as national newspapers or magazines, or to an
in-house publication and even a direct mail campaign. Promotional categories
do not always have precise and agreed definitions, and in practice they
overlap each other. 
The various elements and sub-elements of the promotional mix constitute

separate professional categories. For example, many marketing communica-
tions professionals spend their working life in sales promotion, or in direct
mail or personal sales, or public relations. In many cases, large organizations
treat these as separate functions with different departments handling, say,
corporate communications, direct marketing, advertising or sales. Yet, in the
new advertising environment, and from a management point of view, the
logic of Integrated Marketing Communications is compelling. Media audiences
now access more channels than ever before, and in different proportions.
Newspapers and television still retain their place in the advertising scene, but
they have given up a lot of ground to the internet and mobile communica-
tion. In response, brand clients want promotional campaigns to be integrated
across media channels and across promotional sub-categories. Given the long-
entrenched professional and organizational separation of the various market-
ing communication techniques and channels, the ideal of fully Integrated
Marketing Communication (IMC) management remains only partially
realized. As we have touched on above, there is a shake-out going on in the
promotion industry which includes not only advertising agencies but direct
mail, sales promotion, media and branding agencies, and even creative hot
shops and digital agencies. The winners will be the ones which adapt most
successfully, and most profitably, to the logic of Integrated Marketing
Communication. 
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Blurring the Definitions of Advertising and Promotion

The ingenuity of advertisers and the flexibility of advertising as a
communication form often render attempts to define it in one sentence trite,
or tautologous. As noted in Box 1.0, the internet is creating new forms of
advertising which don’t conform to the old definitions. Advertising often sells
something, but often does not, since a great deal of advertising promotes not
only branded products and services but political candidates and political
parties, public services, health and safety issues, charities or other non-profit
issues. Advertising is often an impersonal communication, distinguishing it
from personal selling, but there are many ads that are eye-to-eye sales pitches
delivered by actors or celebrity endorsers in a mediated imitation of a personal
sales encounter. Advertising is usually paid-for, appearing in a media space set
apart for promotional communication. But, increasingly, as noted above,
advertisements may be put on internet sites such as YouTube15 with no fee
involved at all, because viewers actively search out advertisements they may
find entertaining or amusing. In fact, as the website Visit4info16 has shown,
advertising is such a popular form of entertainment that consumers will pay to
download the ads. What is more, advertising budgets are increasingly being
turned to forms of promotion which are implicit rather than explicit, such as
sponsorship or product placement. Consequently, attempts to define
advertising in concrete and exclusive terms are usually more notable for what
they leave out than for what they include. 
Advertising can sometimes be distinguished by genre elements that set it

apart from other forms of mediated communication. Overheated sales pitches
from improbably coiffed spokespersons, deliriously happy housewives singing
irritatingly catchy jingles at the kitchen sink, unfeasibly attractive models
excited by chocolate confections all spring to mind as advertising clichés. But
then again, many advertisements contradict advertising stereotypes. Just as Bill
Bernbach created the ironic or self-deprecating ad in his iconic Volkswagen
campaign of the 1960s, may advertisements now subvert conventional genres
and eschew the rhetoric of over-selling in favour of postmodern irony, under-
statement or narrative designed to create presence and generate word-of-mouth
for the brand, as opposed to trying to sell it. 
So, a narrow definition of what advertising is, can obscure consideration of

what advertising does. We might categorize a given piece of communication as
an advertisement in terms of its parallels with a vague and fuzzy mental proto-
type of what an ad should look or sound like (see Rosch, 1977, cited in Cook,
2001: 13), but the norms of advertising media, genres and payment methods
are being revised by changes in the industry. Advertising may be a communi-
cation that at some level has a promotional motive, but this hardly prepares us
for all the kinds of promotional messages we are likely to encounter. Neither
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can it prepare us for the subtlety of motive that underlies many hybrid
promotional forms. A post-match interview with a logo-wearing sporting star,
a free download of a trial version of a new computer game, free content from
a magazine’s website you can download to your mobile phone, a ‘courtesy’
phone call from your bank, can each be regarded as forms of promotional
communication, or, to the lay-person, of advertising. They stretch beyond
typical textbook definitions of advertising but, nevertheless, exemplify the
integrated and multi-channel trend of much contemporary promotional activ-
ity. A realistic study of advertising and promotion cannot hope to put all the
parts in neatly labelled packages. Advertising takes the enquirer on a journey
that is all the more fascinating because it defies boundaries.

Studying Advertising

The Consumer Perspective 

Take a moment to think about the advertisements you have seen or heard this
week. At whom do you think were they aimed? What, exactly, were they
trying to communicate? How did they make you feel? Did you rush to buy the
brand? Did you tell your friends about the ad? Which medium conveyed
the ads? Did you see them on a passing vehicle, on outdoor poster sites, on the
television, hear them on the radio, read them in the press? Did you see other
forms of promotion on your clothing, smell them in a promotionally enhanced
shopping environment, see them on product packaging, on an air balloon in
the sky or on the back of a bus ticket? It is difficult to remember more than a
few of all the hundreds of promotions we experience each week, at least if we
live in urban areas and have access to televisions and computers. Advertising
has become such a feature of daily life that sometimes it seems as if we hardly
notice it. Advertising often seems to pervade our cultural landscape and we
carry on our lives taking it for granted, as if it were as natural as grass or trees.17

We are struck, then, when particular promotional campaigns become topics
of general conversation or objects of public disapproval. It is then that we
realize how taken-for-granted most advertising is, and we wonder how this
paradox occurs. Advertising is, of course, so powerful precisely because it is
taken-for-granted. There are frequent press features that reflect our puzzled
fascination with the latest iconic or controversial ad. The TV show dedicated
to the funniest or most outlandish ads has become a mainstay of popular TV
programming in many countries. Advertising’s crossing over into mainstream
entertainment and the uses entertainment media make of advertising styles
and techniques reflect another aspect of advertising’s dynamic character as a
perpetually evolving form of social communication (Leiss et al., 2005). The
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hard-sell ads remain, but there are also new narrative advertising forms of ever
greater subtlety and variety.

ADVERTISING AND PROMOTION12

BOX 1.2

New Narrative Forms of Advertising

In 2009 a series of television ads for T-Mobile showed what appeared to be a ‘flash mob’ of a
few hundred people breaking spontaneously into a choreographed dance in the middle of
London’s Liverpool Street Station. Incredulous commuters reach for their mobile phones to
film the event and share it with their friends. The ad has become a huge hit in its own right.
The T-Mobile tune played briefly at the end and the spoken line ‘life is for sharing’ are the only
things indicating that it is an advertisement. 
In many countries, new narrative forms have been developed which depart from the tradi-

tional genres of advertising. An earlier example was one of a series of Adidas sportswear ads
which looked more like short films than advertisements. One featured the iconic soccer star
David Beckham and England’s rugby world-cup-winning star Johnny Wilkinson. The ads are
edited vignettes of a contrived kick-about session in which each tests the other’s skill at their
respective sports. There was no backing-track or voice-over. There was nothing to indicate
that it was an ad, apart from the appearance of the Adidas name in small type at the end. The
ads became widely talked about, shared and viewed. The campaign merged the marketing
communications genres of sponsorship, celebrity endorsement and advertising to produce a
hybrid genre, which might be called advertainment since the ads are presented simply as
entertainments. They attracted press coverage in the UK even before they were aired and
generated widespread interest and attention from sports fans, thus achieving a key objective
of many advertising campaigns – to be talked about. The lack of a direct-to-camera endorse-
ment from either sportsman merely enhanced the sense of authenticity of the brand for viewers
interested enough in sport to understand the prestige of the sportsmen. The style also spoke to
many consumers who feel jaded with traditional advertising and cynical toward product endorse-
ments. The absence of an explicit message lent the ads a stronger sense of authenticity, which
complimented both the brand and the viewer for their mutual sophistication. 

The Social Power of Advertising 

The great advantage of teaching advertising is that it is such an immediate part
of daily experience it is relatively easy to get a sense of student engagement
with the subject. Few people do not have opinions on advertisements they
have seen. This can give the subject great resonance as a subject of study which
is suitable for a wide variety of practical and theoretical treatments. Beyond
the classroom, advertising can occasionally have an astonishing power to grasp
widespread attention and, in a few celebrated cases, change entire markets. The
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legendary ‘Laundrette’ ad that John Hegarty of the agency Bartle Bogle
Hegarty created in the 1982 campaign for Levi’s 501s used American
provenance to revolutionize the denim jeans market in general and sales of
Levi’s in particular for the following decade. It has been claimed that the
campaign increased sales of denim jeans by some 600 per cent. Other
campaigns have become so talked about they have changed language, for
example when a campaign for Budweiser beer increased market share for the
brand and earned valuable free publicity simply because they added a word
(‘Whassup’) to the vernacular of American English (and even earned a listing
in Longman’s Dictionary of Contemporary English).18 Campaigns for Gold
Blend coffee and for the Renault Clio in the 1990s earned similar fame in the
UK and provided valuable PR benefits for those brands through newspaper
feature articles and television comment. More recently, noted campaigns have
included T-Mobile’s much talked-about ads (see Box 1.2) which showed a
‘flash mob’ of apparently spontaneous dancers in Liverpool Street Station,19

and the Fallon agency’s20 campaigns for Cadbury which featured a drumming
gorilla in one example, and children making their eye-brows dance to an
electro-funk sound track21 in another. Ads such as these generate much
comment, keeping the advertising in the public mind and adding an air of
charisma to advertising as the most enigmatic of creative industries.

The Managerial Perspective 
For organizational managers, advertising and promotion are tools for
supporting a wide variety of marketing, corporate, or business objectives. There are
many professionals on the client side, such as brand managers and planners,
and brand marketing and communication executives who are deeply sceptical
about the claims made for advertising as a business tool, unless they are
backed up by statistical evidence of attitude change, recall, or, preferably, sales
response. Brand managers are usually under pressure to account for their
advertising budgets by linking them to sales or market share in the short to
medium term. They have little use for theories of advertising based on building
long-term brand equity. This is understandable, because in the long term,
they’re in a different job, or out of a job. Many others in the marketing business
feel that they have to match competitor promotion levels for fear of losing
market share if they don’t. Even though much advertising activity is driven by
organizational politics and competitive neurosis, there is an acknowledgement
that the world’s major brands would be inconceivable without advertising.
Neither can it be doubted that the commercial fortunes of some brands, and
in some cases the size of entire markets, have been transformed through
powerful and creatively compelling advertising campaigns. Even so, there are
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persistent questions hanging over advertising’s effectiveness and the genuine
return it delivers on investment. As a consequence, the advertising budget is
often the first to be cut in difficult economic times and mutual insecurity can
colour the relationships between clients and advertising agencies. 

The Managerial Uses of Advertising and Promotion 

Industry professionals tend to regard advertising as a powerful if imprecise
marketing tool, a means of persuasively communicating with (or to) millions
of customers. But advertising’s ability to sell can be overplayed: it is also used
for other purposes, such as to match competitive activity or to build brand
presence. In fact, some academics have argued that advertising almost never
sells, but in most cases serves to remind and reassure existing consumers that
the brand is still salient (Ehrenberg et al., 2002). One simple rationale for this
might go as follows: human beings have a short-term memory capacity of
about six or seven items. Most purchases are not researched exhaustively, so
we will often choose from the six or seven brands of which we have heard, and
we can recall without effort, and which are easy to find. Factor in consumer
markets of many millions of people, and it seems self-evident that the most
memorably, and the most persistently, advertised brands will take the top
few places in the market. The problem with this informal theory of advertising
is that it implies that the content of the ads is not necessarily of critical
importance. There will always be examples of ads which capture the public
imagination and build brand presence out of all proportion to their budget,
but these are rare. The truth is that much advertising needs only to be good
enough, and it is quite rare for entirely new brands to break into the top
few places in established product or service markets. While all this is a
simplification, it might help explain the popularity of some leading brands of
fast food and household detergent whose ubiquitous advertising campaigns are
often excoriated for their cliché ridden narratives and deplorable creative
standards, but they are hard to forget and they seem to play a part in the success
of the brand. 
Of course, advertising’s persuasiveness is not only used in profit generation

‘social marketing’ (Kotler and Roberto, 1989; Kotler and Zaltman, 1972) is a
genre that addresses issues of social concern. Many public services, charities
and government departments use advertising campaigns to try to promote
their causes or to change behaviour with respect to, for example, alcohol or
cigarette consumption, safer driving, sexual practice, domestic violence or
social prejudice towards disability or ethnicity. Social advertising even shouts
louder than brand advertising. As noted above, government-sponsored social
advertising commanded the second largest advertising spend in the UK in
2007. In terms of impact, it can shout louder by shocking audiences into
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paying attention, at least for the duration of the first ad. Social campaigns are
allowed by the regulatory authorities, at least in the UK, to push the bound-
aries of tasteful depiction further than brand advertising, because of their
ostensibly virtuous motives (also see Chapter 8).
Questions of what kinds of advertising ‘work’ and deliver the best value to

shareholders, taxpayers and other stakeholders are perpetually researched
by business academics and advertising agencies. But no one has a definitive
answer. The effectiveness of a campaign invariably depends on many factors,
including its objectives, its audience, its budget, its timing and media channel,
the quality of the creative execution, and many other environmental factors
such as market price and competitive behaviour. In Chapter 2 we examine
some of the many theories of advertising which have been developed to try to
find answers to the key questions which management in the field face. 

The Societal Perspective 
Advertising is regarded by many people as a communication form which is
inherently deceitful and debased, and occasionally offensive. Yet, considering
the tenaciousness with which corporations pursue profits, remarkably few ads
tell literal untruths. Of course, some do, but most advertising satisfies typical
social conventions of tact and truthfulness. The interaction of consumers with
advertising and promotional communication is usually too complex and subtle
to be thought of as, simply, a matter of either fact or fiction. If an ad implies
that a man’s sexual attractiveness and social status will be enhanced by shaving
with a Gillette razor or deodorizing with Lynx body spray, surely this is merely
preposterous rather than untrue? Who would possibly take such an idea
seriously? To be sure, consumer perceptions and beliefs about brands are self-
sustaining to some degree: we believe what we want to believe, sometimes in
the face of contradictory evidence. Do smokers really cough less using low-tar
cigarettes? Are we slimmer because we put calorie-free sugar substitute in our
coffee? It can hardly be denied that there is an important element of wish
fulfillment in what we choose to believe in advertising. The advertisers provide
the suggestion, and, as consumers, we complete the Gestalt. Gestalt psychology
refers to the way people complete the circle of meaning from partial cues or
prompts. In other words, our inference goes beyond the evidence. 

‘Reading’ Implicit Meanings in Ironic Advertising 

A peculiarity of advertising is that we are expected to be able to distinguish
between untruth and humorous hyperbole, but the advertisers make every
effort to blur this distinction (see Box 1.3). This is just one reason why this
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sophisticated communication form is rightfully a part of literary academic
study. Advertising performs an essential economic function in capitalist economies
but for it to perform this function well, it demands a relatively sophisticated
level of discernment from consumers who have learned the reading strategies
demanded by advertising. Advertising is rarely a significant part of the school
curriculum, yet negotiating a way through the advertising landscape is
important to the economic and social competence of citizens. The role of
implicit meanings, irony and humerous hyperbole is relatively poorly
understood in advertising. We examine this topic in detail in Chapter 2.

ADVERTISING AND PROMOTION16

BOX 1.3

Self-satirizing Advertising 

‘Lynx’-branded male grooming products are marketed with expensively produced TV ads that
show male users becoming unexpectedly irresistible to beautiful women. The ads assume that
the viewer will understand that it is all just a joke: the plots are clearly intended to be funny. A
recent (2009) offering is a handy-sized spray deodorant marketed as an instant way to attract
the opposite sex. The TV ads show a young man using it in precisely this way. Lynx is pointing
at the narrative conventions of male grooming brands and laughing at them with the viewer. But
the high production standards of the ads show viewers that, in fact, the marketing campaign is
deadly serious. Viewers agree – Lynx is the leading brand in several male grooming product
segments. Could it be that knowing the ads are not serious strengthens rather than weakens
the message, that using Lynx deodorant might just make the user more sexually alluring to the
woman of his dreams? According to some theorists, it is enough that audiences are aware of
the implied message in an ad for the communication to be persuasive – they do not have to
believe it (e.g. see Tanaka, 1994) 

Controversy over Advertising 

Advertising is blamed for many social evils, from eating disorders to the decline
in public manners. Yet, paradoxically, advertising is also widely regarded as
trivial. It tends to occupy a lowly status in our cultural hierarchy, beneath
popular art, literature, movies, even stand-up comedy performers. Yet its lowly
cultural status is belied by our fascination with it. We enjoy TV shows about the
funniest ads and we often talk about the latest ads in our daily conversations.
Cook (2001) notes this duality about advertising’s cultural status. It is regarded
as both trivial and powerful, banal and sinister, amusing and degrading. Even
though advertising is a familiar form of communication in developed economies,
we still struggle to come to terms with its apparent force.
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Although the level of popular interest in advertising is great, there is little
consensus about its role in society. Some argue that it corrupts cultural life
with its insistent, hectoring presence cajoling us to buy ever greater quantities
of goods and services. Organized consumer resistance to advertising has taken
the form of vandalism, such as a French anti-advertising group spray-painting
‘le pub tue’ or ‘le pub pue’ on all the advertising posters in the Paris metro,
the RATP.22 Advertising intrudes into ever more social spaces both public
(see Picture 1) and private. Many schools, especially in the USA, now accept
fees to give exclusive rights to commercial organizations to advertise and sell
their goods on campus. It was reported that one student was suspended for
wearing a Pepsi T-shirt on his school’s ‘Coke Day’.23 Even religious observance
is not immune from advertising’s influence. Advertising-style slogans in brash
colours promoting religious observance can be seen outside many places of
worship. Evidently, advertising influences the communication norms of the
very culture from which it draws.
But while some have a political objection to advertising in all its forms, many

people are irritated not by advertising in general but by what they see as its
excesses, whether these are to do with its ubiquity or with the offensiveness of
particular creative executions. Even acknowledging advertising’s unique
ideological force in promoting consumerism, legitimizing capitalism and framing
everyday experience (Elliott and Ritson, 1997) does not necessarily imply an
anti-advertising stance. Few can deny that advertising is intrinsic to the
creation of wealth and many would argue that it has an equally important
role in the free and untrammelled expression of ideas, a socially progressive
exchange of ‘ideas for living’, to adapt John Stuart Mill’s phrase.24

For many who accept the economic inevitability of advertising, its forms and
styles provide particular sources of irritation. ‘Pop-up’ internet ads and email
‘spam’ are a continuing irritation for many internet users; and unwanted
junk mail annoys millions of householders daily. Roadside poster sites are
sometimes accused of polluting the urban environment or even of distracting
drivers and causing road accidents. Organizations are often accused of using
advertising unethically for commercial advantage. There is periodic press criti-
cism of advertising’s role on children’s health and moral development.25 The
rise of ‘pester power’ as a marketing technique and the distortion of childhood
values into those of adults26 are two of the trends that ad agencies have been
accused of initiating, or at least exploiting. All these issues reflect concern with
the social responsibility, ethics and regulation of advertising (discussed in detail
in Chapter 8).
The diversity of views advertising attracts reflects its role at the centre of

what Wernick (1991) called ‘promotional culture’. Within promotional culture,
we grow accustomed to spending significant sums of money on items that are
not essential for survival. We associate happiness with consumption, indeed, in
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many ways we define our existence in terms of consumption. As advertising and
communication make continuous consumption of branded items a culturally
normal practice, other competing cultural values that encourage abstention
from consumption are relatively reduced in status. Today, at least in advanced
economies, over-indulgence is the norm and waste is everywhere. Changes in
cultural norms and practices of consumption (such as the move towards eating
‘fast’ food and away from the family-based social ritual of the home-cooked
meal) to some extent reflect the influence of promotional culture. Deeply held

ADVERTISING AND PROMOTION18

Picture 1  “Advertising is a communication medium visible in most social spaces, as in
this example of outdoor advertising in New York’s Times Square”. 
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values and practices are undermined and finally overthrown under the
influence of advertising. Advertising’s apparent triviality as a sub-category of
popular art should not distract us from this powerful cultural influence in
framing and changing, as well as reflecting, the way we live. 
According to some critics, advertising offers the illusion that one can live

‘the good life’ by buying material goods (Belk and Pollay, 1985). Yet advertis-
ing is also an easy target to blame for the weaknesses which have characterized
humanity since its beginnings. Advertising and promotion are, in the end,
necessary to economic growth, competition and consumer choice. How we
manage the advertising that we make and see has deep implications for the
wider world in which we live and it is incumbent on consumers, managers,
advertising practitioners and policy makers to have a better understanding of
the ways in which advertising wields its influence, in order to make informed
choices about advertising policy, regulation and practice. Advertising is both a
managerial discipline with profound implications for the wider economy and
for the general standard of living, and (arguably) one of the most far-reaching
cultural forces of our time. 

Brands and Symbolism in Integrated Marketing
Communication 

The Brand and Marketing Communication 

It is important to appreciate advertising’s place within an inter-connected
tissue of mediated communication. 
Marketing communications in general, and advertising in particular, are

now seen as the major source of competitive advantage in consumer markets
(Shimp, 2009). Other elements of the marketing mix occur prior to promo-
tional communication, yet it is the communication which stamps the brand
identity on a market. In a world of near-instant communication and fast
technology transfer, it is difficult for brand owners to police their global intel-
lectual copyright. The brand has to stand out as a communication, so that
consumers will recognize it and actively seek it out for the symbolic values it
represents (Gardner and Levy, 1955). In this way, successful branding creates
a quasi-monopoly and a basis for charging what economists call ‘super-
normal’ (i.e. higher) prices. In a sense, it is a mere tautology to draw an equiv-
alence between brands and their promotion. After all, many people have
never owned a Mercedes, or shaved with Gillette, or walked in Jimmy Choos,
but many of those people would be able to describe the brand if asked, and
they might buy it if they had the means and the inclination to do so. All the
totality of communication about and around a brand informs the way people
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think about it, and in some mysterious way this communication percolates
through to balance sheets. 
Decisions on pricing, design, packaging, distribution outlet and even raw

materials are taken with one eye on the brand’s core values and how these
might be perceived in the light of media coverage of the brand. We should
note that the term media coverage now includes citizen journalism, internet
publications, weblogs and chatroom dialogue, as well as copy produced by
professional journalists for established print publications. It is mistaken to
argue that communication is all there is to brand marketing (but see Schultz
et al., 1993; Wells, 1975), but it is a truism that advertising and marketing
communications have assumed a key importance in the destiny of brands and
their producing organizations. 

Brand Engagement 

Advertising alone does not make the brand but the successful consumer brand
is, nevertheless, closely identified with its portrayal in advertising and other
marketing communications media. The multiplication of media channels
through new technology and regulatory change has meant that most aspects of
brand marketing management have become tinged with a concern for the
potential impact on brand communications and the integrity of the brand
personality. For example, measuring ‘online brand engagement’ has become
a priority for brand managers keen to leverage their brand’s web presence to
best effect, while much effort is devoted to garnering the impact of mobile
communications for advertisers (Sharma et al., 2008). Consequently,
understanding the symbolic communication of brands has become the key
task of brand management. The brand ‘image’ (see Levy, 1959) has come to
represent a dynamic and enduring source of consumer interest (and company
revenue) which management are keen to try to shape or control. 
Marketing communications do not simply portray brands: they constitute

those brands in the sense that the meaning of the brand cannot be properly
understood in separation from the consumer perceptions of its brand name,
logo, advertising, media editorial, its portrayal in entertainment shows, peer
comment and the other communications associated with it. Whether brand a is
better designed, more attractive, easier to use, or more useful than brand b is
rarely something that can be decided finally and objectively. It is usually to
some degree a matter of opinion. This is where advertising acquires its sugges-
tive power. It occupies a realm in which consumers are actively seeking sugges-
tions to layer consumption with new social significance. Advertisers offer us
material to engage our imagination and open up new possibilities for consump-
tion experiences. Consumers are not passive dupes being taken in by exagger-
ated claims. Advertising is so powerful because, as consumers, we are actively
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complicit in our own exploitation. We enjoy being sold intangible dreams. We
find that life becomes more interesting when one’s choice of deodorant or sugar
substitute becomes a statement of personal identity and lifestyle aspiration. And
of course, on a more practical level, it is the existence of advertising which
enables competition and informs consumers about choices. 

Functionality and symbolism of brands 

In order to understanding the role of advertising in brand marketing it is
important to focus not only on the promotional sales message but also on the
symbolic meanings incorporated into the brand (Levy, 1959). Brands have
functionality. They do something for consumers, they solve problems. They
also have a symbolism which is largely articulated through advertising and
promotion. Brands communicate symbolically in the sense that they are signs
or combinations of signs (words, music, colours, logos, packaging design, and
so on) that convey abstract values and ideas. For consumers, the world of
marketing is a kaleidoscope of communication, the component parts of which
are impossible to disentangle. When commentators say that marketing and
communications are inseparable (Leiss et al., 2005; Schultz et al., 1993: 46;
Shimp, 2009: 4), they are making an important point. Every aspect of marketing
management (price, distribution, product design) can carry powerfully
suggestive symbolism. 
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BOX 1.4

Functionality, Symbolism and the Social Power of Brands

The functionality of a brand refers to what it does: the symbolism of a brand refers to what
it means. The two are not necessarily identical. Advertising is central to the creation and
maintenance of the wider symbolic meaning of brands. This wider meaning can give
brands a cultural presence which goes beyond purchase and ownership. Brands such as
Marlboro, Mercedes-Benz, Gucci, Prada and Rolls-Royce have powerful significance for non-
consumers as well as for consumers. Branded items are recognized, and they carry a promise
of quality and value. But the symbolic meaning the brand may have for friends, acquaintances
and strangers cannot be discounted as a factor in its appeal. For example, a simple item of
clothing such as a shirt will sell in far greater numbers if it is bedecked with a logo that confers
a symbolic meaning on that item. Wearing a Tommy Hilfiger branded shirt is said to confer
prestige on the wearer because of the values of affluence and social privilege the brand
represents (Schor, 1998: 47, cited in Szmigin, 2003: 139).

(Continued)
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Marketing is replete with symbolism in many forms. Marketing activities of all
kinds can be seen to combine signs that resonate with cultural meanings
(Barthes, 2000; Umiker-Sebeok, 1997; Williamson, 1978). The futuristic
design of a Dyson vacuum cleaner or the clean, aesthetic lines of an iPod have
the powerful appeal of implied values that are very important to the consumer.
A Rolex watch might be a well-made jewellery item with time-keeping utility
but the Rolex brand is best known as an ostentatious symbol of wealth.
Rodeo Drive in Beverly Hills, California, Madison Avenue, New York, and
Knightsbridge, London are home to many designer stores because these
locations have become culturally identified with prestige retail outlets. The
location, as well as the price, carries a powerful symbolism for the brands.

Other Dimensions of Brand Symbolism 

Many other aspects of organizational activity not usually categorized as
communication can carry particular meanings. Perhaps the most visible
aspects of commercial communication for consumers are advertisements
placed in above-the-line media such as TV, outdoor, the press, cinema or
commercial radio. But organizations know that consumers’ experience of
brands is integrated in a powerful sense: consumers will not normally
distinguish between different communication channels when they think
of a brand or an organization. So, organizations need to be conscious of
the way that their various communications can be interpreted and of how
consistent these interpretations may be with those from other communication
sources. This is the logic of the Integrated Marketing Communication
process (Schultz et al., 1993). 

(Continued)

Anthropologists have long noted the importance of ownership and display of prized items
for signifying social identity and status in non-consumer societies. In economically advanced
societies, brands take this role as a ‘cultural resource’ (Holt, 2002: 87; see also Belk, 1988;
Elliott and Wattanasuwan, 1998; McCracken, 2005) that enables and extends social commu-
nication. The influence of brands is such that even resistance to brands has become a defin-
ing social position. The ‘social power’ of brands (Feldwick, 2002a: 11) refers to the meaning
that goes beyond functionality and is a symbolic reference point among consumers and non-
consumers alike. This symbolic meaning is powerfully framed by advertising and sustained
through other forms of communication such as word-of-mouth, public relations, product and
brand placement in entertainment media, sponsorship and package design, and though the
brand’s presence in mobile and internet media.

01-Hackley 2e-3953-CH-01:Hackley(2e) Sample.qxp 12/11/2009 3:30 PM Page 22



When the UK airline corporation British Airways redesigned the livery on
its airplanes at great expense the aim was to offer a stronger and more contem-
porary corporate image to support other communications and marketing
activities. As consumers encounter corporate communications through
vehicle liveries, and also through letterhead design, corporate advertising, staff
uniforms, telephone conversations with organizational staff and press coverage
of the organization’s activities, they will assimilate these experiences into their
overall understanding of the brand. Corporate identity is a distinct field of
research and practice (Melewar and Wooldridge, 2001) but much if its impor-
tance lies in the connection consumers make between corporations and their
brands in an integrated marketing communications landscape. More broadly
still, in advanced economies marketing activity can be responsible for a huge
majority of the images we see. The ways in which we interpret, understand and
use them are central to our experience of marketing and consumption
(Schroeder, 2002).
There are yet more subtle dimensions of communication to consider. In the

Veblen effect (Veblen, [1899] 1970), demand for a product reacts inversely
with price changes. Price signifies the quality positioning of the brand and this
can be an important influence on demand for very expensive, prestige items.
Although it is anti-competitive for manufacturers to enforce prices on retailers,
nonetheless many brand owners do not like to have their product discounted
because of the potential threat to consumers’ perceptions of quality. The high
price of prestige brands is an essential part of their brand positioning. Such
brands are seldom discounted because of the fear that such an action will dilute
the brand appeal and damage its market positioning. Instead, extending the
brand with items of inferior quality sold at a lower price point serves to
maximise the brand revenue while retaining the perception of quality. 
The architecture and floor design of retail stores can also carry heavy

signification. In the early 1900s US department store retailers were well aware
of the power of impressive architecture in creating environments that inspired
consumers to consume (Marchand, 1998). The interior design of retail outlets
is also a powerful signifier in the marketing process. Retail organizations often
commission detailed research into in-store consumer behaviour in order to
help the design to cohere with the brand image of the store and to enhance
sales per square foot of floorspace. For some fashion retail brands, such as
Abercrombie and Fitch, every detail, from the volume of in-store music
(60 decibels) to the look of the ‘models’ (i.e. retail assistants), is part of the
brand symbolism. 
As consumers, then, we understand brands holistically by assimilating

meanings from many diverse channels of communication. Media editorial,
direct mail shots, customer service encounters, television and press advertising
and retail store displays, brand logos, product design and price relative to
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competition all converge to form the consumer’s understanding of a given
brand. Include word-of-mouth and personal experience of brand usage, and it
becomes clear that we cannot normally remember which particular commu-
nication or experience was significant in forming our enduring impression of a
particular brand.
Brands subsist symbolically as a nebulous and mutable, yet enduring,

memory of many kinds of consumer experience. Brands have a tangible,
concrete reality, of course; they are created through human and technological
processes, they require resources and usually (though not always, as in the case
of virtual corporations) occupy office or factory space. But, most importantly,
a brand also has a secret life, as symbolic abstraction. This abstraction, the
brand image, acts in concert with its more tangible dimensions to frame and
support the overall idea of that brand. Many brand marketing organizations try
to integrate the various communications channels they use so that they act in
harmony and, together, carry coherent and consistent messages about the
brand. Doing this makes possible synergy effects by which each medium can
leverage the influence of the others, enhancing marketing effectiveness by
projecting the brand values and personality more powerfully. 
The integrated perspective of this book does not conflate disciplines or

media channels that are, rightly, considered by managers to be separate and
distinct. Rather, it acknowledges the blurring and convergence of communica-
tion media sources in consumers’ outlook. It also acknowledges that commu-
nications act interdependently: there are synergies that, in the new global
media infrastructure, can be exploited by marketing organizations. The assim-
ilation of brand advertising and marketing into mainstream entertainment
media, discussed in detail in Chapter 6, is perhaps the most powerful indication
of this integrative synergy (Hackley, 2003a).

Chapter Summary
Chapter 1 has introduced the topic of advertising and outlined the key themes
of the book. It has outlined major changes in the advertising environment
which are driving new forms of advertising. These changes are behind a second
creative revolution as advertising agencies try to think of creative responses
which will keep them at the centre of the brand and marketing communications
world. The changes they face focus around the impact of Web 2.0 and mobile
communication, the decline in newspaper readership and the fall in television
advertising revenue, and the implications for funding models which drive
business revenue through advertising. 
The chapter also discussed general issues of advertising concerning its

economic, social and business function. Finally, the chapter looked at the
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nature of brands and the importance of advertising and promotion in framing
brand symbolism. 
Now the topic has been introduced, Chapter 2 will look at the long history

of theorizing about advertising. 

1 Make a list of all the forms of advertising and promotion that you have encountered or
heard of in the last month. Does the list surprise you? Can you think of any social
spaces or media that have not yet been exploited by advertisers?

2 After reading this chapter, has your view of advertising’s social role changed? Make a
list of arguments in favour of advertising and contrast it with a list of arguments against
advertising. Convene a study group to discuss their implications: can the opposing
viewpoints be reconciled?

3 List all the communication sources you can think of that might potentially influence
your perception of a brand. Can you think of ways in which your perception of three
brands has been so influenced? In your view, which communications channel was most
influential in forming your impression of the brand? Why was this? 

4 Gather all the promotional material you can for two brands. What meanings do you feel
are implied by the imagery, the typography and the other features of these promotions?
Could the meanings be interpreted differently by different people?

CASE

Advertising and Broadcast ‘Media Convergence’

The convergence of television and the internet has been predicted for a decade. When it
eventually happens, it will have major implications for advertising. ‘Interactive’ TV has
become relatively common via cable channels, with some digital services and limited inter-
net access available to television viewers with digital reception. But most households still
have separate units for internet and television, and the consumer-led idea of programming
downloaded according to viewers’ schedule is largely unrealized. There is some momentum
toward media convergence, since increasing numbers of television shows and movies are
being made available and viewed on computers and mobile devices. In the near future,
technological convergence will move closer as combined television and PC units will soon
reach the mass market. In the longer term, the mobile phone industry will generate a
technology platform that will enable mobile devices to fulfil all a person’s communication,
entertainment and work needs. 

Search giant Yahoo is anticipating convergence since it has reached agreement with a number
of television manufacturers to make high definition TVs which support Yahoo’s online services.27

This should enable Yahoo to generate greater revenue for its advertising, since it will be seen
on TV screens, thus reaching wider audiences. In another example of the new broadcast
environment for promotional communication, a partnership between Irish rock band The Script
and a company called Clickthrough has resulted in an interactive music video which, when
viewed on laptop, PC or mobile phone, can generate instant purchase opportunities for brands
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placed in the video.28 This is significant because of the increasing use of computers and mobile
phones for viewing pop videos. The viewer can run the cursor across the screen to obtain
details and/or purchasing information for any item in the video. However, viewing TV clips via
mobile or PC devices is still a very small part of the total television viewing. Most television is
viewed on sets that are not connected to the internet and interactive services are not yet a
major part of typical television viewing. 

The economic impetus behind broadcast media convergence comes, on the one hand,
from the shrinking audiences and advertising revenue for traditional television, and, on
the other, the increasing audiences for televisual forms of entertainment via the internet
and PC or mobile communication. The internet has powerful potential as a platform for
television content and advertising because of its massive audience reach and its capac-
ity for targeting, instant response, and audience measurement. The problem for internet
sites is that, while they are attracting an increased proportion of advertising spend, 
the sums are still relatively small compared to traditional media. Internet advertising in
total is experiencing rapid growth and exceeds the advertising revenue of some individual
commercial television channels. Internet advertising revenue in the USA exceeded 
$23 billion in 2008,29 across banner and display advertising, sponsorship, classified and
email. There is a mutual need driving convergence: traditional media need to find ways to
access the huge audience traffic of the internet, while internet sites need to tap into some
of the platform impact and (still) higher total advertising revenues available from television
exposure. 

The potential implications of convergence for advertisers, for programme makers, and for
audiences, will be profound. There is an expectation that mobile advertising could take off as a
massive revenue generator in the near future, but (as discussed in Chapter 10) there are still
obstacles to be overcome. These include the lack of a common platform to carry video, text and
audio on all mobile devices, and the fact that consumer behaviour around mobile phones
currently resists receiving overt advertisements. Mobile phones are carried everywhere, they
are always on and they are highly personalized, which gives them obvious potential for carry-
ing advertising. This market is still in early development but is predicted to be worth many
billions by 2011. In the longer term, the convergence of mobile and internet delivery with unified
receiving devices will generate new media funding models, though it is likely that advertising
will play a major part in this, some way or other. 

Case Questions

1 Look up three social networking websites to see how they use click-through or banner
advertising. In your opinion, could any of these sites be more attractive either to
audiences or to advertisers if they were available via a television screen?

2 Television advertisements are, today, frequently broadcast on YouTube or on
company websites before they appear on television. In some cases, the internet is
the only media channel used. What are the advantages and disadvantages of each
medium, TV and internet, for the traditional 20 or 30 second audiovisual advertise-
ment? Are different creative approaches more suited to the TV or the internet for
such ads?
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3 Design a concept for a social networking website. Current examples include
YouTube, Facebook and Twitter. How would you make your concept popular, and, if
you were successful in building significant traffic, how do you think you could
monetize that traffic (‘by selling the site to Google’ isn’t an acceptable answer). 
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Board: www.barb.co.uk 

University of Texas advertising teaching resource: http://advertising.utexas.edu
Duke University advertising history resource: http://scriptorium.lib.duke.edu/
adaccess/
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Advertising Trade Press 

Campaign magazine: www.brandrepublic.com
Advertising Age magazine: www.adage.com
Admap: www.admapmagazine.com

Professional Associations

UK advertising association: www.adassoc.org.uk
American Advertising Federation: www.aaf.org
American Association of Advertising Agencies: www.aaaa.org/eweb/ 
startpage.aspx

UK Institute of Practitioners in Advertising: http://www.ipa.co.uk/

Some useful academic sources 

These can normally be obtained through academic libraries and electronic
databases.
Advances in Consumer Research (Proceedings of the Association of

Consumer Research: downloads are available at www. vancouver.wsu.edu/acr/
home.htm or www.acrwebsite.org

European Journal of Marketing
International Journal of Advertising
Journal of Advertising
Journal of Advertising Research
Journal of Consumer Research
Consumption, Markets and Culture
Journal of Current Issues and Research in Advertising
Journal of Marketing

Stephanie O’Donohoe
Living with Ambivalence: Attitudes to advertising in postmodern times
Marketing Theory, Mar 2001; vol.1: pp. 91–108.  

Currencies of Commercial Exchange: Advertising agencies and the promotional
imperative
Anne M. Cronin
Journal of Consumer Culture, Nov 2004; vol. 4: pp. 339–360. 

Sustainable Communication and the Dominant Social Paradigm: Can They Be
Integrated?
William E. Kilbourne
Marketing Theory, Sep 2004; vol. 4: pp. 187–208.
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Notes
1 In the UK, the London Evening Standard is facing difficulties in the face of competition
from free newspapers, and was recently bought out by an owner willing to take on its
debts. The decline in the financial viability of US newspapers has reached a crisis point
with websites such as this one, www.newspaperdeathwatch.com/category/advertising
chronicling the problem (accessed 1 April 2009). The San Francisco Herald is perhaps
the most prominent US newspaper to face possible closure due to declining advertising
revenue www.ajr.org/Article.asp?id=4404 (accessed 1 April 2009). 

2 www.businessinsider.com/2008/5/found-the-ad-agency-that-produced-those-stealth-
coors-ads-on-youtube (accessed 8 April 2009); ‘Found: the ad agency that produced those
stealth coors ads on YouTube’, by Michael Learmonth: ‘Silicon Valley Insider’, 28 May 2008.

3 ‘Love is all around’, The Independent, Tuesday 7 April 2009, Independent Life
supplement, p. 2.

4 http://fuelingnewbusiness.com/2008/04/21/ad-agencies-need-to-blog-for-new-
business/#comment-1439 (accessed 26 March 2009). See also the rise in the awareness
of blogging as a marketing strategy, in Hackley (2009a) p. 124. 

5 For example, this website expounds on the freemium concept: www.avc.com/
a_vc/2006/03/the_freemium_bu.html (accessed 26 March 2009). 

6 Wunderman London, a direct marketing agency which has broadened its remit to offer
above-the-line advertising, gives away case material and position papers on its website
to elicit client interest. www.wunderman.com/pick-our-brains.aspx

7 ‘@Twitter: we’d really like to buy you’ by Stephen Foley, The Independent, Saturday
4 April 2009, p. 29. 

8 See also the Twitter case vignette in Chapter 10. 
9 www.wunderman.com/wunderman-london.aspx (accessed 26 March 2009).
10 ‘Beale C on advertising: the best agencies get creative in hard times’, The Independent

15 December 2008 www.independent.co.uk/news/media/advertising/claire-beale-on-
advertising-the-best-agencies-get-creative-in-hard-times-1066698.html

11 ‘What is a social-media agency?’ Advertising Age adage.com/digitalnext/post?
article_id=133785 (accessed 30 March 2009) blog post by Reuben Steiger.

12 www.cbsnews.com/stories/2006/04/12/earlyshow/main1491494.shtml Digital Product
Placement story ‘New stealth TV ads assailed’ by Brian Dakss (accessed 26 March 2009).

13 ‘A fiscal stimulus for advertising spending’ The Independent, Wednesday 25 March,
2009, p. 37. 

14 It would be a mistake to suppose that a social marketing campaign would be any less
politically sensitive than a commercial one. A recent anti-obesity campaign for the
Department of Health pictured children playing computer games, perhaps a less
obvious creative strategy than pictures of them eating fattening foods. The visual was
supposed to imply that exercise was preferable to gaming as a leisure activity for
children. According to magazine Private Eye (no. 1232, 2 April 2009, p. 9) the
Department of Health campaign is supported by various industry bodies including
Business 4 Life, which Private Eye reports is a coalition of companies which includes
Coca Cola, Cadbury, Kellogg’s, PepsiCo and Nestlé, but no computer games companies. 

15 www.youtube.com 
16 www.visit4info.com 
17 It may be a mistake to suggest that grass is somehow more natural than advertising.

The rolling lawns of golf course fairways or hotel grounds are often featured in
advertisements and have been designed partly for their visual appeal, while fans of
televised sports are used to the pristine green swathes of the sporting field being turned
into advertising by the technique of superimposing a giant sponsor’s logo or club crest
on the field during coverage.
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18 ‘Whassup interj. American slang word meaning “Hello”, from “What’s up?” used
especially as a greeting to someone you know well’, in Longman’s Dictionary of
Contemporary English, 2001, cited in (2003) DDB London Works, p. 23; published in
Oxfordshire by World Advertising Research Centre.

19 View the ad on www.t-mobile.co.uk/dance/ (accessed on 29 March 2009).
20 http://www.fallon.com/ 
21 View the ad at http://www.guardian.co.uk/media/video/2009/jan/23/cadbury-

eyebrow-ad (accessed 30 March 2009).
22 ‘Le pub tue’ (‘ads kill’) and ‘Le pub pue’ (‘ads stink’): see report in UK newspaper The

Independent, Thursday, 11 March 2004: 23, ‘French charge 62 activists over war on
“brainless ads”’.

23 Described in Michael Moore’s book, Stupid White Men, Penguin Books, 2002, p. 111.
24 John Stuart Mill, On Liberty, Penguin Books, 1982.
25 For example, UK Sunday Times, 6 July 2003, ‘“Unhealthy” food ads for young face ban’.

UK Sunday Times, 31 August 2003, ‘Junk food ads face children’s TV ban’.
26 Described on a UK BBC2 TV show, Little Women, broadcast on 29 March 2001.
27 ‘Yahoo signs deals to crack TV market’, London Evening Standard Thursday 8 January

2009, p. 33. 
28 www.clikthrough.com/theater/video/1 (accessed 1 April 2009).
29 www.iab.net/about_the_iab/recent_press_releases/press_release_archive/press_release/

pr-033009 (accessed 3 May 2009). 
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